The Economic Review of the Travel Industry in Montana: 2002 Biennial Edition by Dillon, Thale & Sanderson, Jill
University of Montana 
ScholarWorks at University of Montana 
Institute for Tourism and Recreation Research 
Publications Institute for Tourism and Recreation Research 
7-1-2002 
The Economic Review of the Travel Industry in Montana: 2002 
Biennial Edition 
Thale Dillon 
University of Montana - Missoula 
Jill Sanderson 
University of Montana - Missoula 
Follow this and additional works at: https://scholarworks.umt.edu/itrr_pubs 
 Part of the Economics Commons, Leisure Studies Commons, Recreation, Parks and Tourism 
Administration Commons, and the Tourism and Travel Commons 
Let us know how access to this document benefits you. 
Recommended Citation 
Dillon, Thale and Sanderson, Jill, "The Economic Review of the Travel Industry in Montana: 2002 Biennial 
Edition" (2002). Institute for Tourism and Recreation Research Publications. 6. 
https://scholarworks.umt.edu/itrr_pubs/6 
This Report is brought to you for free and open access by the Institute for Tourism and Recreation Research at 
ScholarWorks at University of Montana. It has been accepted for inclusion in Institute for Tourism and Recreation 
Research Publications by an authorized administrator of ScholarWorks at University of Montana. For more 
information, please contact scholarworks@mso.umt.edu. 
A n E c o n o m ic  R e v ie w  o f th e  
N o n r e s id e n t T ravel Industry in M o n ta n a
2002  Editio n
P r e p a r e d B y
T he In s t it u t e fo r  T o u r ism  a n d  R e c r e a tio n  R e s ea r c h  
U n iv e r s it y  OF M o n ta n a  
Mis s o u l a , M o n ta n a
J u ly 2002
This report was funded by the Lodging Facility Use Tax.
Institute
|O U ris m  Hncf
i^ecreation
l^esearcn
P r ep a r e d b y :
T ha le D illo n  
E c o n o m ic  R es e a r c h  A n a ly s t
J ill  S a n d e r s o n  
R es ea r c h A s s is t a n t
Un d er th e  d ir e c t io n  of 
No r m a  P. N ic k e r s o n , P h .D. 
D irecto r
In s t it u t e  fo r  T o u r ism  a n d  R ec r e a tio n  R esea r c h  
S c h o o l o f F o r e s t r y , th e  U n iv e r s it y  o f M o n ta n a  
32 C a m p u s  D r ive #1234  
M is s o u l a , M T  5 9812 1234  
(406) 243 5686
WWW.FORESTRY.UMT.EDU/lTRR
This is a biannual report. The first Economic Review was published in 2000.
-
-
EXECUTIVE SUMMARY
Over 9.55 million nonresident visitors traveled the state in 2001, up from 9.46 million in 2000.
In 2001, nonresident travel expenditures in Montana totaled $1.746 billion. This constitutes an 
increase of 0.9 percent over 2000.
The contribution of nonresident visitor spending generated $563 million in personal income for 
Montana residents in 2001. Every nonresident dollar spent in the state generated 32 cents in 
personal income for Montana residents.
Nonresident travel expenditures directly and indirectly contributed to the generation of 32,440 
Montana jobs in the course of 2001, nearly 6 percent of all jobs in the state. Every $53,820 in 
expenditures supported one job.
Each dollar spent by nonresident travelers in Montana generated 8.4 cents in state and local tax 
revenue, as well as 11.5 cents in federal tax revenue.
Montana ranks 43^  ̂ in the nation in terms of total spending by tourists, but 13*  ̂ in the nation when 
it comes to per capita tourist spending.
Montana receives 90 percent of its visitors from other U.S. states, 8 percent from Canada, and 2 
percent from other foreign countries.
Yellowstone and Glacier National Parks attract the most visitors to Montana, while shopping and 
wildlife watching are the most popular recreational activities.
Amtrak ridership has seen a severe reduction since 1998, with boardings and deboardings in 
Montana decreasing by close to 15 percent over the past three years.
Airline traffic increased 1.2 percent between 2000 and 2001, despite September 11 and its 
aftermath.
The hotel industry has experienced fluctuating occupancy rates over the past seven years but 
room revenues have increased by close to 32 percent despite this fluctuation.
Prices in the foodservice industry have been increasing at a slower rate than the Consumer Price 
Index for most of the past 7 years. Employment in this sector, while growing slowly (between 0 
and 0.6% per year) in 1997 99, increased at a faster rate (2.2%) in 2000.
Montana’s amusement and recreation industry is outpacing all the other travel related service 
industries in terms of employment growth. Industry Gross State Product in this sector is also 
exhibiting strong growth trends.
' ' ' 
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Section 1: Economic impact of Nonresident Travei
Introduction 
Travel and the Economy
A brief analysis of the travel industry within the Montana economy.
Travel Volume
Data on nonresident and resident travel in Montana.
Travel Expenditures
Time series data on travel expenditures in Montana with 
comparisons to changes in the over all state economy.
Travel-Generated Income
Time-series data on travel-generated and overall income in Montana.
Travel-Generated Employment
Overview of employment created within the travel industry sectors, 
seen in relation to other non farm employment.
Montana Employment Structure
Current and historic make up of Montana s employment structure.
Travel-Generated Tax Revenue
Itemization of funds received by governments from taxes imposed on travelers.
Travel Inflation
Comparisons of travel inflation and overall consumer inflation.
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I n t r o d u c t io n
This report is intended to document the nature and impact of the nonresident travel industry on the state 
of Montana. Rather than providing a snapshot of the industry at a point in time, this document places 
current conditions in a historic perspective by providing time series data wherever possible. Where 
available, 2001 data is used, while in some cases, 2000 or even 1999 data is the most recent. In the 
interest of making this report as current as possible, the most recent data available for each data series is 
provided, rather than scaling all data series back to 1999 levels.
Defining Travei and the Travei industry
There exists considerable discussion as to what really constitutes “travel.  The Institute for Tourism and 
Recreation Research (ITRR) uses two definitions of travel engaged in by two separate groups of people, 
nonresident and resident travelers. When Montana residents travel within the state, they are termed 
resident travelers.  Nonresident travelers , from the point of view of the Montana travel industry, are 
those who travel within Montana but do not maintain permanent residency in the state.
Whereas the definition of nonresident travel is rather straightforward, resident travel runs the risk of being 
too inclusive. For instance, commuting to and from work or school constitutes travel by the broad 
definition above. To eliminate this type of excessive inclusion, various travel studies have employed 
different definitions of the concept of travel. Often, a distance away from home is incorporated into these 
definitions, limiting travel to trips of at least 50 or 100 miles away. In Montana, however, due to the vast 
distances under the Big Sky, most trips would still be considered travel.  ITRR s solution in defining 
resident travel in its surveys is to let survey subjects themselves be the judges of what constitutes travel.
A second problem is the definition of the travel industry itself. It is difficult to define due to its diverse and 
complex nature, composed as it is of such different industry segments as airlines, guide services, and 
hotels and restaurants, to name a few. These industries are related not because of the nature of their 
product, but due to a common consumer the traveler. The difficulty of measuring the travel industry is 
compounded by the fact that these industry segments usually derive only a portion of their business from 
travelers.
This extreme diversity is the industry s strength as well as its weakness. In the words of the Travel 
Industry Association of America (TIA):
. . .  a vety wide variety of businesses and their employees benefit from travelers. Buses, 
automobiles, airlines, rail, and other transportation companies bring travelers into an economic 
area. These travelers then purchase products and services offered in the area by lodging 
establishments, restaurants, amusement, recreational and entertainment establishments, and 
general retail outlets. This activity generates many diverse employment and business 
opportunities, as well as helping to sustain and expand the local economy.
As such, the travel industry contributes to a diversified economic base, making the economy of a tourism 
area much more resilient than one relying on a single industry, especially when it comes to the effects of 
adverse economic conditions, shifting consumer preferences and technological advances.
”
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As for weaknesses, due to the varied nature of the types of businesses that benefit from tourism and 
travel in general, the travel industry faces a number of problems. The very complexity that is one of the 
industry s strengths also makes it hard to quantitatively measure its economic impact and thus to 
compare it to that of other, more easily quantifiable, industries. As a consequence, government officials, 
business executives and the public in general have been slow in grasping the significance of the industry. 
This lack of recognition is perhaps the industry s greatest problem, making it vulnerable to a certain 
measure of hostility from local residents, as well as to negative policy decisions. However, the aftermath 
of the terrorist attacks of September 11, 2001 helped bring attention to the importance of the travel 
industry as an integral part of the national economy.
N otes
The format of this report is based on the Travel Industry Association of America s annual publications The 
Economic Review of Travel in America. Much of the data contained here is quoted directly with 
permission from Suzanne Cook, Senior Vice President of Research at TIA. Most information is given 
both in text and table format, and all sources are indicated in the tables. In addition to publications, ITRR 
sources include figures estimated using the IMPLAN input/output model. Some of these numbers are 
previously unpublished.
This publication focuses on the impact of spending ty  nonresidents in Montana because by definition, an 
economic impact to the state entails the expenditure of out of state dollars within the state s economy. 
While ITRR recognizes the importance of resident travel spending within the state, the Institute has 
concentrated its data collection at the statewide level, focusing on money moving into the Montana 
economy rather than between counties and communities within the state. In order to report accurate 
information regarding economic impacts at the county level, data would need to be collected at this level. 
With 56 counties in Montana, the benefit of conducting such research has not yet justified the expense.
This report, therefore, is a statewide nonresident travel profile. However, the actual travel industry in 
Montana is much larger. It also includes the contribution of Montana residents, adding approximately 
$275 million per year to the travel spending total. How these resident dollars are distributed across 
sectors and between counties has not yet been determined. It is simply the hope of these authors that 
readers of this report recognize that what is reported here is but a piece of the total Montana travel 
industry.
All dollar figures in this review are given in 2002 currency to isolate changes in receipts, income, revenue 
and so on from the effects of inflation.
ITRR would like to thank Travel Montana, especially Donnie Sexton, for graciously providing the Images 
that adorn the front cover o f this report. More Montana photographs can be seen on their web site at 
WWW, visltmt. com.
’ 
’ 
’ 
- - ’ 
T r a v e l  A n d  T h e  Ec o n o m y
Volume and characteristics of travel in Montana and the United States are influenced by economic 
conditions at a local and national as well as an international level. Conversely, travei to and within 
Montana affects the state economy, along with local economies within the state. Clearly, the travei 
industry can have considerable impact on a region s economic conditions, while being itself strongly 
influenced by economic conditions elsewhere. Changes in the economy have the power to impact travei 
volume and travei spending, which in turn affects the related economic benefits associated with travei 
spending. The travei industry also serves to redistribute funds where people travei, from urban to rural 
areas, and from fast-growing areas to slower-growing ones.
Travel and Tourism : A Pow erful Econom ic Force
Tourism’s contribution to Montana’s economy increases continually. As the industry grows, so does its 
impact on employment, income and tax revenue in the state. In 2001, estimated travel expenditures by 
all nonresident travelers to Montana reached almost $1.75 billion, up close to 1 percent from 2000.
These expenditures contributed directly and indirectly to the generation of 32,440 jobs, and dose to $563 
million in personal income. Taxes at the state and local levels amounted to $146 million, while federal tax 
revenue exceeded $200 million (Table 1).
Part of the state tax revenue is generated by nonresident travelers  contributions to the statewide Lodging 
Facility Use Tax. This revenue is distributed to the Montana Historical Society, the University Travei 
Research Program, the Department of Revenue, Montana State Parks, and the Department of 
Commerce, which in turn distributes funds to communities and regions across the state. For further 
discussion on travei generated tax revenue, please see page 16.
Travel Throughout the Econom ic Cycle
in contrast to many other industries, the travei industry is often considered to be relatively resistant to 
recessions. Although travelers are likely to take shorter trips, less expensive trips, or fewer business 
trips, they still travei enough to keep the travei industry growing during recessionary periods. An 
exception is the recession of 1991 92, which coincided with the Gulf War and its negative effect on fuel 
prices. With travel thus more expensive and difficult, both real travel sales and travel employment fell in 
1991. in 2000, on the other hand, as the overall economy started showing signs of a slow down, strong 
consumer confidence and persistent consumer spending contributed to an expansion in the travel 
industry as well as its employment.
in the years following a recession, the travei industry has a tendency to lag behind the overall growth in 
the economy. At this point in the economic cycle, leisure travei has to compete with the purchase of 
durable goods such as refrigerators and television sets, items that consumers have put off buying during 
the recessionary period. Other competitors for travel spending are new high tech durable products that 
offer consumers alternative leisure activities.
While previous years  strong economic conditions failed to benefit Montana as a travel destination in any 
appreciative measure, the current slow down of the national economy may have just the opposite effect. 
Boom times see travelers going on once-in-a-lifetime vacations to exotic destinations, whereas slower 
times see people choosing more domestic travel destinations. Following September 11, there is also a 
tendency to choose destinations that are perceived as safe and wholesome. Montana can fulfill both of 
these needs.
’ 
’
-
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In terms of nonresident expenditures moving through the economy, outside dollars affect the Montana 
economy on various levels. The direct impact of nonresident expenditures results from the initial 
purchase of goods and services by travelers. The businesses that provide these goods and services 
have to purchase inputs such as raw materials and labor from their suppliers, who are in turn 
experiencing the indirect impact of the initial expenditure. The induced impact is the result of the 
increased spending power of the people employed in the directly and indirectly affected businesses. The 
sum of the direct, indirect and induced impacts is called total impact.
It is important to note that one dollar of travei spending can generate different amounts of personal 
income within the various travel industry sectors, depending on the labor content and the wage structure 
of each sector. Additionally, the same direct impact can generate various levels of indirect and induced 
effects, depending on the availability of raw materials and labor within an economic region. The more of 
these inputs that need to be imported from outside the region, the smaller the indirect and induced 
impacts on Montana.
TABLE 1: The Nonresident Travei Industry’s Economic Im pact on MT, 2001
Contribution to output ($thousands) 1,744,400 317,300 2,061,700
Contribution to individuals
Personal income ($thousands) 457,500 105,400 562,900
Employment (jobs) 28,630 3,810 32,440
Contribution to governments
Federal ($thousands) N/A 200,332 N/A
State/Local ($thousands) N/A 146,359 N/A
Source: ITRR
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T r a v e l  V o l u m e
Nonresident Travel in M ontana
■ Nonresident travel to Montana, including both pleasure and business tra ve l\ increased 0.9 
percent during 2001, topping 9.55 million travelers. This constitutes a 27 percent increase over 
1991 (Table 2, Figure 1).
■ Of Montana s 9.55 million visitors, 41 percent or 3,916,000 people come to Montana primarily for 
vacation. Seventeen percent, or 1,624,000 people, are here to visit friends and relatives, while 
another 11 percent travel in the state primarily for business reasons. Twenty five percent, or 2.4 
million travelers, are just passing through the state on their way to somewhere else.
R esident Travei in Montana^
■ With 75 percent of Montana households taking one or more pleasure trips in a year, Montana 
residents travel more than other U.S. residents.
■ Montana residents spend $1.02 billion annually on pleasure travel, which is equal to 4.8 percent
of personal income. $275 million, or 27 percent of the total, is spent within the state.
■ Of all pleasure trips taken by Montana residents, 44 percent are day trips within the state, 29
percent are overnight trips within the state, and 27 percent of trips are to destinations outside of 
Montana.
■ While resident travel constitutes an important part of the Montana travel industry, it does not 
introduce new money into the state economy. Rather, it redistributes what is already here. As 
such, its economic impact on the state as a whole is problematic to quantify and is therefore not 
included in the estimates presented in this report.
 ̂ While nonresident travel to Montana Includes both pleasure and business travel, excluded from the survey are business vehicles 
such as sem i trucks, as well as vehicles with state and federal government license plates.
 ̂ McMahon et al., 1999.
’ 
-
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TABLE 2: Montana Travel Volume, 1992 2001
1991 7,519,000 N/A
1992 8,181,000 8.8%
1993 8,375,000 2.4
1994 8,657,000 3.4
1995 8,772,000 1.3
1996 8,696,000 0.9
1997 8,889,000 2.2
1998 9,279,000 4.4
1999 9,428,000 1.6
2000 9,465,000 0.4
2001 9,552,000 0.9
1991 2001
change 2,224,000 29.6%
Source: ITRR
Figure 1: Annual Nonresident Visitation
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T r a v e l  Ex p e n d it u r e s
Trends
■ Nonresident travel expenditures, including those of both domestic and international visitors, 
totaled close to $1.75 billion in 2001, up almost 1 percent from the previous year. Montana 
residents spent $275 million on pleasure travel within the state in 2001 (Tables 3 and 4).
■ With the exception of 1996, when a slight decline occurred, travel expenditures have been 
growing steadily over the years. The 1996 decline coincided with a visitation decrease caused by 
a complexity of factors, including a plummeting exchange rate for the Canadian dollar, 
problematic weather conditions, and a decreasing growth rate for disposable income in the U.S.
■ Growth in nonresident expenditures is expected to keep pace with the increase in visitation.
TABLE 3: Travel Expenditures in Montana, 1992 2001
1992 $1,400 8.9%
1993 $1,531 9.4
1994 $1,582 3.3
1995 $1,603 1.3
1996 $1,590 0.8
1997 $1,625 2.2
1998 $1,696 4.4
1999 $1,723 1.6
2000 $1,730 0.4
2001
. iTi i nj
$1,746 0.9
For further detail, see ITRR s Nonresident Travel Estimates for Montana  a twww.forestrv.umt.edu/ltrr/SUB/PUBS/econest.pdf
-
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Expenditures in M ontana
■ Nonresident travelers spent close to $1.75 billion on travel related goods and services In Montana 
In 2001. For the four summer months (June, July, August and September), the largest spending 
category was gasoline, accounting for 23 percent of the total, or in excess of $401 million"'.
■ Retail sales constituted the second largest spending category, representing 22 percent of the 
total, or $384 million.
■ Expenses in restaurants and bars constituted 19 percent of total expenditures, or nearly $332 
million, while lodging accounted for 10.5 percent, or over $183 million.
TABLE 4; Travel Expenditures in Montana vs. Gross State Product, 1992 2001
1992 $1,400 $15,408 9.1 %
1993 $1,531 $16,498 9.3
1994 $1,582 $16,316 9.1
1995 $1,603 $17,914 8.9
1996 $1,590 $18,463 8.6
1997 $1,625 $19,314 8.4
1998 $1,696 $20,308 8.4
1999 $1,723 $21,080 8.2
2000 $1,739 N/A N/A
2001 $1,746 N/A N/A
1992 8.9 % 7.2 % 1.7 %
1993 9.4 7.1 2.1
1994 3.3 5.0 1.6
1995 1.3 3.5 -2.1
1996 -0.8 3.1 -3.8
1997 2.2 4.6 2.3
1998 4.4 5.2 0.7
1999 1.6 3.8 -2.1
2000 0.9 N/A N/A
2001 0.4 N/A N/A
Source: Bureau of Economic Analysis; ITRR
* GSP is defined as . . . gross output (sales or receipts and other operating income, commodity taxes, and inventory change) 
minus its intermediate inputs (consumption o f goods and services purchased from other U.S. industries or imported) (Beemiller, 
1999) . GDP refers to the same concept, only at the national level.
Expenditure breakdowns for this section are based on data collected during the summer season 2001. For further detail, see 
Nickerson and Dillon, 2002.
-
-
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T r a v e l -G e n e r a t e d  In c o m e
Personal income generated from the expenditures of nonresident visitors to Montana is comprised of two 
categories: employee compensation, which is wages and salary income paid to employees of businesses 
within the travel industry, and proprietors  income, which is the income of self employed workers in 
businesses serving travelers  needs (Table 5, Fig. 2).
■ In 2001, total personal income paid by travel related firms in Montana attributable to nonresident 
visitor spending totaled close to $563 million, up 4.9 percent from 2000.
■ On average, every dollar spent by nonresident travelers in Montana in 2001 generated 32.2 cents 
in wage and salary income for Montana residents^. The national equivalent is 30.6 cents®
■ Personal income generated by nonresident spending in Montana constituted 2.7 percent of
Montana residents  total personal income in 2001®, compared to 2.1 percent at the national level®.
■ During five of the past ten years, travel generated personal income showed a higher growth rate 
than that of total personal income in the state.
Based on figures from ITRR and the Bureau o f Economic Analysis. 
®TIA
’ -
’
-
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TABLE 5: Travel Generated vs. Total Montana Personal Income 1992 2001
Travel-Generated 
Personal Income 
($thousands)
Total Personal 
Income ($thousands)
Travel-Generated as 
% of Total Personal 
Income ($thousands)
1992 $433,830 $14,075,520
1993 $441,140 $15,178,490
1994 $457,130 $15,499,030
1995 $463,480 $16,296,840
1996 $460,200 $16,992,480
1997 $469,830 $17,726,290
1998 $488,890 $18,941,950
1999 $507,530 $19,287,170
2000 $536,610 $20,336,880
2001 $562,890 $21,283,050
Percent change from previous year
3.1
2.9
2.9 
2.8
2.7
2.7 
2.6 
2.6 
2.6
2.7
1992 9.5 % 5.5 % 3.7
1993 1.7 7.8 5.7
1994 3.6 2.1 1.5
1995 1.4 5.1 3.6
1996 0.7 4.3 ^ .8
1997 2.1 4.3 2.1
1998 4.1 6.9 2.6
1999 3.8 1.8 2.0
2000 5.7 5.4 0.3
2001 4.9 4.7 0.2
%
%
Source: Bureau of Economic Analysis; ITRR
Figure 2; Change in Travei Generated vs. Totai Personai Income, 1992 2001
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T r a v e l -G e n e r a t e d  E m p l o y m e n t
Nonresident travel supports numerous businesses and jobs. This is one of the industry s key 
contributions to the Montana economy. Due to its diversity, the Montana travel industry supports a wide 
variety of jobs, including executive and managerial positions, as well as service oriented occupations 
(Figure 3, Table 6).
■ In 2001, nonresident expenditures in Montana directly and indirectly supported approximately 
32,440 jobs. This represents a 0.6 percent increase compared to 2000, and a 16.5 percent 
increase compared to 1992.
■ On average, every $53,820 spent by nonresident travelers in Montana directly supports one job^. 
The equivalent figure for the nation as a whole is $71,530.
■ In 2000, the 28,400 jobs generated by direct nonresident expenditures represented 5.3 percent 
of all non agricultural employment in the state®.
■ During the past decade, growth in the number of travel generated jobs has exceeded growth in 
the state’s non agricultural jobs on several occasions. Only in 1996, a weak year for tourism in 
Montana, did the travel industry see negative employment growth. Because much of the 
employment in this sector is seasonal and part time, its labor force is much more flexible than that 
of other industries and can quickly and easily accommodate both good and bad years.
Figure 3: Travel-Generated vs. Non-Farm Employment, 1992-2000
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TABLE 6: Travel-Generated vs. Totai Montana Non-Farm Employment, 1992 -2001
1992 27,780 430,400
1993 28,450 444,500
1994 29,400 468,800
1995 29,790 477,600
1996 29,540 493,600
1997 30,190 501,200
1998 31,510 510,400
1999 32,020 519,200
2000 32,140 530,100
2001 32,440 N/A
1992 N/A 3.2 %
1993 2.4 % 3.3
1994 3.3 5.5
1995 1.3 1.9
1996 0.8 3.4
1997 2.2 1.5
1998 4.4 1.8
1999 1.6 1.7
2000 0.4 2.1
2001 0.9 N/A
Source: Bureau of Economic Analysis; ITRR
* The estimates o f travel generated employment provided here differ somewhat from estimates previously published by ITRR. 
These new numbers result from adjustments made to older data using an updated version o f the IMPLAN Input Output model (see 
Introduction for detail), and are Included to provide consistency between newer and older estimates.
-
-
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M o n t a n a ’s  E m p l o y m e n t  S t r u c t u r e
M arket Share o f the Travel Industry w ithin the M ontana Econom y
Over the past two decades, the U.S. economy has shifted significantly away from manufacturing and 
toward services. The service sector of the economy has boomed with new technologies, creating 
industry segments and niches that did not exist 20 years ago. Additionally, as the world has become 
more globalized, the travel industry has expanded to become an increasingly vital element in the service 
segment of the economy. Montana has not fully experienced this shift in economic structure. Although 
employment in the service sector has increased significantly, so has employment in other more traditional 
industries (Figure 4, Table 7).
■ The only area that saw a decrease in employment between 1995 and 2000 was the Mining 
sector. Due to an employment reduction of 4.6 percent, the sector saw a marginal decrease in its 
share of total employment from 1.3 to 1.1 percent.
■ The Agricultural Services sector experienced the largest employment increase during this period 
with a growth of 29.6 percent, which served to increase the sector s share from 1.5 to 1.8 percent 
of total employment.
■ In the Service sector, Montana has witnessed the same upward trend as the nation as a whole. 
Between 1995 and 2000 employment in this sector increased 17.3 percent. The sector s share of 
total employment went from 27.5 to 29.0 percent.
■ The Finance, Insurance and Real Estate sector increased its share of total employment from 6.1 
to 6.5 percent by increasing employment by close to 20 percent between 1995 to 2000.
■ Number of jobs supported by the nonresident travel industry increased by 7.9 percent between 
1995 and 2000. However, total employment growth equaled 11.8 percent in the same period, 
leading to the sector s share of the labor market slipping from 6.0 to 5.8 percent in 2000.
Figure 4: Montana Employment Structure, 2000”
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TABLE 7: Montana Employment Structure, 1995/2000
Agriculture 32,380 5.8 % 5.9 %
Ag. services, forestry, fishing and other 9,950 1.8 29.6
Mining 6,370 1.1 4.6
Construction 34,940 6.3 20.4
Manufacturing 28,510 5.1 3.6
Transportation, communication and utilities 26,820 4.8 8.6
Wholesale trade 19,610 3.5 2.7
Retail trade 90,090 16.3 7.0
Finance, insurance & real estate 36,150 6.5 19.8
Services 160,650 29.0 17.3
Federal government 13,240 2.4 1.8
State & local government 63,500 11.5 6.9
Nonresident travel*** 32,140 5.8 7.9
Total 554,350 100.0 % 11.2 %
■
Agriculture 30,570 6.1 %
Ag. services, forestry, fishing and other 7,680 1.5
Mining 6,680 1.3
Construction 29,030 5.8
Manufacturing 27,520 5.5
Transportation, communication and utilities 24,690 5.0
Wholesale trade 19,100 3.8
Retail trade 84,160 16.9
Finance, insurance & real estate 30,180 6.1
Services 136,930 27.5
Federal government 13,000 2.6
State & local government 59,410 11.9
Nonresident travel 29,790 6.0
Total 498,740 100.0 %
Source: Bureau of Economic Analysis; ITRR 
* Employment denotes botfi full-time and part-time jobs.
** Order o f Industries follows order of the Standard Industrial Classification (SIC) Index, with nonresident travel added at the end. 
*** Nonresident travel employment figures are ITRR estimates based on expenditures. Travel Is not an isolated Industry in that 
activity associated with travel Is part o f other sectors. ITRR has estimated the Impacts o f nonresident travel to various sectors and 
subtracted those impacts from the affected Industries  employment figures to avoid overlap with the travel sector.
-
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T r a v e l -G e n e r a t e d  T a x  R e v e n u e
The travel tax receipts discussed below consist of the federal, state and local tax revenues attributable to 
nonresident travel spending in Montana®. Because Montana does not have a sales tax, the state and 
local tax receipts attributable to nonresident travelers are low compared to those of other states.
Montana does, however, have a statewide Lodging Facility Use Tax of 4 percent on overnight 
accommodations, in addition, nonresident travelers contribute to the tax base through the payment of 
excise taxes such as those on gasoline, and indirectly by supporting employment in industries that pay 
corporate taxes and whose workers pay income, property and other taxes ((Figure 5, Tables 8 and 9).
■ Nonresident travei spending in Montana generated well over $346 million in revenue for federal, 
state and local governments in 2001. This represents an increase of close to 9 percent over 
1995 revenue.
■ in 2000, federal tax revenue attributable to nonresident travei expenditures in Montana exceeded 
$198 million, 10.5 percent of the state totai. Each dollar spent by nonresident travelers in 
Montana generated 11.5 cents in federal tax revenue, compared to the national average of 
somewhat less than 11 cents.
■ At the state and local level, nonresident travei expenditures generated $145 million in tax revenue 
for 2000, over 20 percent of the Montana totai. Each tourist dollar generated 8.4 cents in state 
and local taxes, while nationally the figure was approximately 7 cents.
Fmure 5; Travel Generated Tax Revenue in Montana, 2001
State/Local 
42%
Federal
58%
Tax impacts are estimated using the IMPLAN input/output model and include indirect business taxes, personal taxes, social 
security taxes, corporate profits tax, and gross interests at federal, state, and local levels. Also included are federal excise taxes on 
such items as alcohol, tobacco, fuel, a ir transportation, etc., as well as the Lodging Facility Use Tax.
-
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TABLE 8: Travel Generated Tax Revenue by Level of Government, 1995/2001
2001 Tax Revenue
Federal $200,332,000
State/Local $146,359,000
Total $346,691,000
1995 Tax Revenue
Federal $183,925,000
State/Local $134,372,000
Total $318,297,000
Federal 8.9%
State/Local 8.9%
Source: ITRR
TABLE 9; Travel Generated Tax Revenue vs. Total Montana Tax Revenue, 2000
Federal
State/Local
$1,897,800,000
$722,600,000
$198,500,000
$145,000,000
10.5%
20.1%
Aggregate Total $2,620,400,000 $343,500,000 13.1%
Source: Bureau of Economic Analysis; ITRR
-
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T r a v e l  I n f l a t io n
The following section provides Information developed by the Travel Industry Association o f America (TIA), 
and deals with national conditions rather than conditions specific to Montana. This Is due to Incomplete 
or nonexistent Information at the state level. The material Is reproduced with the permission o f TIA.
Travel demand is highly sensitive to price inflation. When overall consumer prices increase faster than 
per capita personal income, which usually occurs during economic downturns, consumers tend to reduce 
discretionary spending on items such as leisure travel to continue to buy necessities. During periods of 
economic growth, incomes usually rise faster than prices and consumers enjoy greater purchasing power 
for discretionary purchases, including leisure travel.
Travel demand is also affected by the prices of competing items such as audiovisual equipment, personal 
computers, home improvements and nearby entertainment facilities. When the prices of travel related 
goods and services rise faster than prices overall, consumers may substitute these alternative leisure
time items for travel.
TIA developed the Travel Price index (TPi) to measure changes in the cost of travel within the United 
States. The TPi is based on price data collected by the U.S. Department of Labor for its monthly 
Consumer Price index (CPI). Because the TPi is based on the CPI series, it does not necessarily 
represent all the discounting which occurs in the pricing structure of airline seats and motel rooms, etc. 
The CPI used in this report is for the Western region of the United States rather than the national 
average, and is denoted as CPI W .
Table 10 provides data on travel price inflation by various segments as compared to the western 
Consumer Price Index since 1995.
The slowest rate of overall growth observed during the seven year period occurred in 2001 when 
the TPi increased by 1.1 percent due to September 11. Overall growth was slowest in 1998 
when CPi W increased 1.9 percent.
The average price index for ail transportation modes decreased 3.7 percent in 1998, primarily 
reflecting falling fuel prices throughout the year (down 13.2% compared to 1997). Moderate 
growth was projected for this index for 2001, however, following September 11, it saw a decrease 
of 1.5 percent. The decrease was caused primarily by a negative growth in the indexes for 
Intercity Transportation (trains, buses, etc.) and Motor Fuel.
Of all the travel related indexes, the largest price increases seen in 2001 were in the areas of 
intracity Transportation (up 3%) and Food and Beverage (up 2.9%). Both rates were higher than 
those projected prior to September 11.
The largest difference between projected and actual growth rate occurred in the Out-of-Town 
Lodging price index. Prior to September 11, a growth of 2.6 percent was expected. The actual 
rate was in fact 0.6 percent.
In 2001, the TPi was projected to show a 2.1 percent increase over the previous year but showed 
an actual growth rate of 1.1 percent. The general Consumer Price index showed a gain of 4.1 
percent. Growth in both the TPI and the CPI is expected to be greater in 2002 compared to 2001 
as the economy normalizes in the aftermath of September 11 and sees the effects of the war in 
Afghanistan.
-
­
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TABLE 10: Travel Price index, 1993 2001
Transportation 138.0 142.8 145.6 140.2 150.5 175.2 172.5
Airline Fares 189.7 192.5 199.2 205.3 218.8 239.4 239.4
Intracity Trans.* 156.5 173.2 175.8 174.2 172.4 174.9 180.1
Intercity Trans.** 153.3 156.0 155.1 160.4 160.5 156.3 154.4
Motor Fuel 100.0 106.3 106.2 92.2 100.7 129.3 124.7
Out-of-Town Lodging 203.1 213.7 224.1 234.5 241.2 252.4 254.0
Food and Beverage 150.2 154.0 158.5 162.6 166.7 170.7 175.7
Entertainment Services 172.0 178.1 183.8 189.0 195.2 199.5 202.9
TPI 162.1 168.1 173.7 177.1 183.6 194.8 196.9
CPI W 153.5 157.6 161.4 164.4 168.9 174.8 181.9
Transportation 1.8% 3.5% 2.0% -3.7% 7.3% 16.4% -1.5%
Airline Fares 2.5 1.5 3.5 3.1 6.6 9.4 0.0
Intracity Trans. 2.4 10.7 1.5 -0.9 -1.0 1.5 3.0
Intercity Trans. 0.2 1.8 -0.6 3.4 0.1 -2.6 -1.2
Motor Fuel 1.0 6.3 -0.1 -13.2 9.2 28.4 -3.6
Out-of-Town Lodging 3.9 5.2 4.9 4.6 2.9 4.6 0.6
Food and Beverage 2.3 2.5 2.9 2.6 2.5 2.4 2.9
Entertainment Services 3.1 3.5 3.2 2.8 3.3 2.2 1.7
TPI 2.8 3.7 3.3 2.0 3.7 6.1 1.1
CPI W 2.6 2.7 2.4 1.9 2.7 3.5 4.1
Source: TIA
* Includes Intracity mass transit and taxicabs; ** Includes Intercity bus and rail.
-
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Section 2: Montana as a Travel Destination
Montana’s Place in National Tourism
Illustrates Montana s position within the national travel industry, and provides 
a brief analysis of tourism in the state.
’ 
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M o n t a n a ’s  P l a c e  I n  N a t io n a l  T o u r is m
Tourism R eceipts
When people think of typical vacation spots, states like Hawaii, Florida or California usually spring to mind 
rather than Montana. This is reflected in the amount of money expended by travelers in each state 
(Tables 11 and 12).
■ in terms of expenditures, California is the largest destination state with an influx of tourism dollars 
exceeding $71 billion in 1999. Montana was ranked as number 43 with an income from tourism 
of only $1.72 billion.
■ Due to its small population base, Montana fares much better in terms of per capita tourist 
receipts. While there is still a wide gap between Montana and the big earners (Hawaii, Nevada 
and Washington D.C.), Montana ranked 13*  ̂ in 1999, with per capita tourism receipts of $1,900 
(by 2001, this figure had jumped to $1,935). Hawaii s per capita receipts were an impressive 
$11,740 in 1999, whereas the national average was $1,826.
-
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TABLE 11: Tourist Spending per State
■
1 1 California $71,370 13.6 %
2 2 Florida $55,790 10.7
3 3 New York $36,320 6.9
4 4 Texas $33,130 6.3
5 5 Illinois $22,150 4.2
6 6 Nevada $21,030 4.0
7 8 New Jersey $15,050 2.9
8 9 Pennsylvania $14,760 2.8
9 10 Georgia $14,540 2.8
10 7 Hawaii $14,220 2.7
43 42 Montana $1,720 0.3 %
Top 10 State Totals $298,360 56.9 %
US Total $523,580 100.0 %
41 41 Idaho $2,100 0.4 %
46 45 Wyoming $1,500 0.3 %
49 48 South Dakota $1,190 0.2 %
50 49 North Dakota $1,150 0.2 %
Source: ITRR; TIA
TABLE 12: Per Capita Tourist Spending
1 1 Hawaii $11,740
2 2 Nevada $11,500
3 3 Washington D.C $10,000
4 4 Florida $3,490
5 5 Wyoming $3,030
6 7 Alaska $2,400
7 6 Vermont $2,370
8 8 Colorado $2,180
9 10 California $2,110
10 11 New Mexico $1,950
13 9 Montana $1,900
USA $1,826
19 24 North Dakota $1,788
27 23 Idaho $1,620
30 38 South Dakota $1,580
Source: ITRR; TIA; US Census
-
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Visitor Popuiation^s P iace o f Residence
Visitors to Montana come from all over the world. Although the state receives a majority of its visitors 
from neighboring states, some come from abroad. Two percent of Montana’s visitors come from foreign 
countries other than Canada. Canada is considered separately from other foreign countries because it 
supplies such a large share of visitors to Montana. In 2001, 8 percent of the visitor population was 
Canadian. The remaining 90 percent were from the United States (Figures 6, 7 and 8).
■ When looking at general U.S. regions, it is evident that most Montana visitors come from the 
states relatively close-by. The Western and Northwestern regions supply approximately one-forth 
each of total visitation.
■ A breakdown of Montana s domestic visitors by state of residence reveals that Washington, a 
state in the same region as Montana, is the place of residence for the majority, while California is 
the second largest supplier of tourists. Montana s neighboring states are all prominently featured, 
except for South Dakota, which supplies only 2 percent of Montana’s visitor population.
Figure 6: Composition of Montana’s Visitor Popuiation, 2001
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Source: ITRR
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Figure 7: Montana’s V isitor Popuiation by Region of Residence, 2001
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Visitor A ttractions
Visitors cite many reasons for coming to Montana. When surveyed, they are asked to indicate the 
Montana attraction that provided the primary reason for visiting the state, as well as what activities they 
engaged in while here (Table 13 and 14).
■ The majority of visitors are drawn to Montana primarily because of either Yellowstone or Glacier 
National Parks. Other attractions for nonresident travelers include family and friends, mountains 
and forests, and open space.
■ The most frequently cited activity is shopping, with a participation rate of 37 percent. Other 
popular activities include wildlife watching, day hiking, picnicking, and visiting Lewis & Clark and 
other historic sites.
Montana offers many attractions for travelers to visit. Although these sites do not distinguish between 
resident and nonresident visitors, it is natural to assume that they are visited by both resident and 
nonresident travelers. Some attractions have reliable mechanisms in place for counting their visitors, 
whereas many other tourist destination sites rely on voluntary contributions and guest book sign ins and 
have therefore been excluded from the list in Table 15.
■ Besides the highly visited attractions of Yellowstone and Glacier National Park, Little Bighorn 
Battlefield receives the most visitors in a year. Their visitation numbers in 2001 approached 
321,000, up 11 percent from 2000. At Fort Peck Lake, visitation reached 157,000, down 41 
percent from 2000^ , while the National Bison Range was visited by 103,500 people, down 6 
percent. The Museum of the Rockies saw a decline in visitation of 15 percent (74,000 visitors in 
2001), whereas Big Hole Battlefield saw an increase of 70 percent (56,000 visitors in 2001)^\
TABLE 13: Montana’s Top 10 Attractions, 2001
1 Yellowstone National Park 21%
2 Glacier National Park 17%
3 Family/friends 12%
4 Mountains/forests 11%
5 Open Space/Uncrowded Areas 11%
6 Hunting 5%
7 Fishing 4%
8 Montana History 3%
9 Rivers/lakes 2%
9 Camping 2%
10 Lewis and Clark 1%
Source: ITRR
Visitation to Fort Peck Lake dropped sharply due to low water levels that In turn caused a decline In fishing activities. Several 
regularly scheduled fishing tournaments were cancelled In 2001.
 Big Hole Battlefield visitation saw a sharp Increase In 2001 compared to 2000 because the Battlefield was closed for part o f the 
2000 season due to forest fires and thus had low visitation for that year.
-
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TABLE 14: Top 10 Montana Activities for Nonresident Visitors, 2001
1 Shopping 37%
2 Wildlife watching 30%
3 Day hiking 27%
4 Picnicking 23%
5 Visit historic sites 23%
6 Camping in developed areas 19%
7 Visiting museums 17%
8 Fishing 14%
9 Visiting Lewis & Clark sites 13%
10 Visiting Native American sites 13%
Source: ITRR
*Total exceeds 100% because visitors indicated M  activities participated in.
TABLE 15: Montana’s Top 10 Tourist Destinations, 2001
1 Glacier National Park 1,605,000 -7%
2 Little Bighorn Battlefield 320,921 11%
3 Fort Peck Lake 156,989 -41%
4 National Bison Range 103,500 -6%
5 Museum of the Rockies 73,923 -15%
6 Big Hole Battlefield 56,282 70%
7 Lewis & Clark Interpretive Center 54,443 1%
8 Lewis & Clark Caverns State Park 50,590 0%
9 Montana Historical Society 47,798 1%
10 Pompey s Pillar 39,300 -2%
Top 10 Total 2,508,746 -7%
Source: Travel Montana
Includes only attractions ttiat keep consistent visitation counts. W tiiie Yellowstone National Park attracts numerousvisitors to 
Montana, visitation numbers for the park are not included in this list because it is not known how many o f the park s visitors are also 
visitors to Montana and how many visit only Wyoming.
-
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Section 3: Travel Industry Segment Data
Transportation Overview
Amtrak
Airlines
Montana Travel Industry Overview
Hotel Industry 
Foodservice Industry 
Amusement and Recreation Services
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T r a n s p o r t a t io n  O v e r v ie w
A m trak Perform ance
Montana is criss crossed by railroad tracks, offering excellent rail connections for freight lines. However, 
passenger transit through the state is limited and may disappear altogether in the near future. The 
Empire Builder, the Amtrak line currently connecting Montana to Chicago in the east and to Portland and 
Seattle in the west, runs in the northern portion of the state, providing passenger train access to only a 
few locations. Stops are limited to the towns of Browning, Belton, Cut Bank, Essex, Glasgow, Glacier 
Park, Havre, Libby, Malta, Shelby, Whitefish and Wolf Point (Tables 16 and 17).
■ Even for Montana towns with an existing rail connection, there is only one train in each direction 
per day. This is nonetheless an improvement over the period from February 1, 1995 to May 11, 
1997, when the rail connection was reduced from 7 to 4 days per week. Consequently, this 
period shows a marked decline in Amtrak ridership for the state.
■ Subsequently Montana passenger traffic did recover, reaching levels higher than 1994, although 
this rebound was unequally distributed among the various stations. However, due to a severe 
decrease in traffic in 1999 and again in 2001, ridership has again dipped to levels on par with 
1995, prompting talks of canceling the Empire Builder all together.
■ It is Amtrak s policy to collect data and statistics on individual train lines rather than on a per state 
basis. For that reason, ridership figures are the only statistics available for Montana and include 
both resident and nonresident riders.
-
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TABLE 16: Am trak Performance in Montana, 1995 2001
Key Measurement 1995 1996 1998 1999 2000 2001
Ridership 117,586 97,855 123,140 138,251 129,566 135,421 117,850
Employment** 3,060 2,965 3,127 3,051 2,928 N/A N/A
Percent change from previous year
Ridership
Employment
-15.9
1.9
-16.8
-3.1
25.8
5.5
12.3
2.4
-6.3
^.0
4.5
N/A
-13.0
N/A
Change
1995/2001
264
132*
0.2
^ .3 *
Source: Bureau o f Economic Analysis; Montana Department o f Transportation 
* Denotes changes from 1995 to 1999.
** Denotes employment in Montana for the sector entitled Railroad Transportation  and includes both full time and part time work.
TABLE 17: Am trak Traffic by Montana Station, 1995 2001
Browning 1,296 1,019 1,421 1,455 1,549 1,498 1,344 1.1%
Belton 2,749 2,720 3,779 3,571 3,702 3,959 3,721 3.2
Cut Bank 2,012 1,729 2,100 2,767 2,162 2,589 2,151 1.8
Essex 2,596 1,931 3,080 3,132 3,354 3,100 2,949 2.5
Glasgow 4,116 3,744 4,445 6,046 5,668 5,688 5,144 4.4
Glacier Park 11,021 10,541 12,936 14,688 13,226 13,034 11,086 9.4
Havre 12,818 10,495 12,107 15,633 14,379 15,571 13,278 11.3
Libby 3,937 3,604 4,655 5,393 5,443 5,528 4,781 4.1
Malta 2,702 2,384 3,021 4,065 3,094 3,198 2,874 2.4
Shelby 13,249 11,270 14,868 15,685 15,036 15,674 13,504 11.5
Whitefish 54,538 42,533 53,371 57,320 54,338 57,251 49,690 42.2
Wolf Point 6,552 5,885 7,357 8,496 7,615 8,331 7,328 6.2
Total 117,586 97,855 123,140 138,251 129,566 135,421 117,850 100.0
Source: Montana Department o f Transportation
-
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A M in e P erfom an ce
The major airports in Montana include Billings, Bozeman, Butte, Great Falls, Helena, Kalispell, Missoula 
and West Yellowstone. The latter is open only during the months of June, July, August and September. 
These airports record the number of passengers boarding and deboarding at their facility. ITRR uses the 
deboarding numbers as a count, incorporating them into its estimation model when calculating the 
number of nonresident travelers at each airport (Figure 9, Tables 18 and 19).
■ Up until the September 11 terrorist attacks, the airline industry in Montana experienced a
continual healthy growth. Load factors have increased despite expanded flight schedules and 
larger carriers. 2001 was headed for another traffic record when September 11 and its aftermath 
sent ridership plummeting. Traffic for January through August showed an increase of 7.4 
percent. The following four months, however, saw a decrease of 11.8 percent, producing a year  
end total only 1.2 percent higher than the previous year.
■ The Butte and Great Falls airports were headed for negative traffic growth prior to September 11
and, as such, saw the largest decreases during the aftermath of 20.8 and 16.0 percent,
respectively. The airports in Missoula, Bozeman and Helena experienced the largest traffic 
growth up until September, after which Missoula and Bozeman saw moderate reductions of 8.3 
and 5.3 percent, respectively. Helena experienced one of the largest decreases in the state at 
16.3 percent.
■ At time of print, air traffic in Montana has rebounded to levels about even with last year s, 
continuing the growth trend caused by an increasing affluence in the traveling public.
■ The growth rate for total personal income in the air transportation sector has been somewhat 
slower than for sector employment (8.4% compared to 17.6%). However, the general trend has 
been the same, seeing decreases in total income that correspond to decreases in employment.
Figure 9: Airport Traffic by Month, 2000 vs. 2001
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TABLE 18: Airline Performance in Montana, 1995 2001
Key Measurement 1995
Passengers
deboarded
Employment*
Personal income* 
($thousands)
N/A
2,311
1,044,940 1,083,446 1,123,855 1,201,507 1,243,768 1,258,773
2,355
Percent change from previous year
Passengers
deboarded
Employment
Personal income
N/A
3.1
0.6
1.8
1.9
- 1.8
2,330
76,596 75,184 71,275
2,442 2,627
74,917 81,961
2,718
82,992
3.7
1.1
-5.2
4.1
4.8
5.1
6.9
7.6
9.4
3.4
3.5 
1.3
N/A
N/A
1.2
N/A
N/A
Source: Bureau o f Economic Analysis; ITRR; Montana Aeronautics Division
TABLE 19: Airline Traffic by Airport, 1995 2001
Billings 326,922 319,627 313,456 325,425 347,318 355,908 353,371
Bozeman 184,161 196,362 206,397 217,468 222,171 240,049 256,344
Butte 38,208 42,861 43,388 44,331 47,750 48,574 43,337
Great Falls 123,601 119,959 123,860 127,903 134,036 140,380 128,867
Helena 62,556 68,464 70,690 75,065 77,924 73,108 75,005
Kalispell 115,235 120,995 130,156 132,857 145,698 154,877 154,421
Missoula 174,928 173,583 191,083 200,806 221,202 225,643 242,054
West Yellowstone N/A 3,089 4,416 3,668 5,408 5,229 5,374
Total 1,025,611 1,044,940 1,083,446 1,127,523 1,201,507 1,243,768 1,258,773
Source: Montana Aeronautics Division
* Denotes employment and personal income in Montana for tfie sector entitled Transportation by air . Employment includes botfi 
full time and part time work, while personal income comprises both employee compensation and proprietor s income.
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M o n t a n a  T r a v e l  In d u s t r y  O v e r v ie w  
H o te l Industry
Part of the information for this section has been provided by Smith Travel Research.
Occupancy rates are often considered a measure of the state of the hotel industry. However, occupancy 
rates fluctuate based on changes in the room supply demand relationship and as such should not be 
considered a static measure. Occupancy rates increase when the growth in room demand exceeds the 
growth in room supply. Conversely, they decrease when room supply increases faster than room 
demand, as is the case when the industry experiences a building boom.
■ Occupancy rates declined in Montana in 1995 and 1996, when growth in room demand was 
either moderate or negative while the room supply was increasing. The rates did not recover 
from this slump until 2000, then took a hit again in 2001. However, in 2001 occupancy rates were 
already low prior to September 11, with only February and April showing positive growth for the 
year. October actually saw a 1 percent increase over the previous year.
■ Room supply grew faster than room demand for the first part of the time period, reflecting a hotel 
construction boom resulting from an increased number of national chains moving into the state. 
While room nights supplied have increased by 16 percent since 1995, room nights demanded 
experienced an increase of only 12 percent, causing the lower occupancy rates.
■ The Montana hotel industry generated a record high $291.5 million in room revenues during 
2001, an increase of 0.8 percent over 2000. Total hotel room revenues have grown over 31 
percent since 1995.
■ Average daily room rates continued to grow in 2001, increasing 2.2 percent from $57.38 to 
$58.66 in 2001. This was the lowest rate increase since 1996.
■ Despite increasing room rates (up 20.0% between 1995 and 2000) and increasing room revenues 
(up 30.8% in the same period), employment in the lodging industry increased by only 8 percent 
between 1995 and 2000.
■ Total personal income for employees in the hotel industry in Montana has increased substantially 
faster than total employment in this sector between 1995 and 2000, with the exception of 1997 
when both saw a negative growth rate. Personal income increased by 32 percent in this time 
period.
-
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TABLE 20: Montana Hotel industry Performance, 1995 2001
Occupancy Rate 59.0 55.6 56.1 57.1 58.2 59.0 57.8
Room Nights Demanded* 
(thousands)
Room Nights Supplied* 
(thousands)
4,090
6,934
4,049
7,202
4,230
7,424
4,331
7,586
4,511
7,750
4,646
7,905
4,581
8,031
Average Daily Rate $47.80 $48.35 $51.48 $52.64 $54.02 $57.38 $58.66
Room Revenues 
($thousands)
$221,099 $224,416 $239,003 $251,670 $268,783 $289,211 $291,524
CPI W 153.5 157.6 161.4 164.4 168.9 174.8 181.2
Employment** 10,890 10,960 10,780 11,210 11,640 11,800 N/A
Personal Income** 
($thousands) $124,440 $134,150 $131,240 $141,760 $153,150 $164,010 N/A
Occupancy Rate -3.3% -5.8% 0.9% 1.8% 1.9% 1.4% -2.0%
Room Nights Demanded 
Room Nights Supplied
1.2
3.4
-1.0
3.9
4.5
3.1
2.4
2.2
4.2
2.2
3.0
2.0
-1.4
1.6
Average Dally Rate 5.5 1.2 6.5 2.3 2.6 6.2 2.2
Room Revenues 5.7 1.5 6.5 5.3 6.8 7.6 0.8
CPI W 2.6 2.7 2.4 1.9 2.7 3.5 3.7
Employment 7.2 0.6 1.7 4.0 3.8 1.4 N/A
Personal Income 10.5 7.8 2.2 8.0 8.0 7.1 N/A
Source: Bureau of Economic Analysis; Bureau of Labor Statistics; Smitfi Travel Researcfi 
* Denotes total number o f hotel/motel rooms demanded and supplied over the course of the year.
** Denotes employment and personal Income In Montana for the sector entitled Hotels and other lodging places . Employment 
includes both full time and part time work, while personal Income comprises both employee compensation and proprietor s Income.
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Ftfodservice Industry
The foodservice industry comprises what is termed Eating and Drinking Establishments  within the retail 
sector, and includes restaurants ranging from fast food to full menu table service establishments, as well 
as places primarily serving alcoholic beverages. For the four summer months, it represents the third 
largest expenditure category among nonresident travelers in Montana, generating over $338 million in 
exogenous dollars for the state^^. The following represents aggregate foodservice data, including sales 
and employment derived from expenditures by both travelers and local patrons (Figure 10, Table 21).
■ The Consumer Price Index rose faster than the index for Food away from home  all years except
for 1997 and 1998, making dining out more affordable for the American public. The index for
Alcohol away from home  increased slower than the CPI only in 2000. It consistently outpaces 
the index for Food away from home,  indicating that while eating out is getting cheaper, 
consuming alcohol away from home is becoming increasingly expensive.
■ Employment in Montana s foodservice industry, although growing rapidly in the early part of the 
period, has been experiencing slower growth rates since 1997. In 2000, an estimated 35,350 
people were employed in the foodservice industry in Montana, up only 7 percent since 1995.
■ By contrast, salaries and wages paid to employees in the foodservice industry have increased by 
close to 16 percent between 1995 and 2000. Increases here have been mostly higher than for 
employment.
Figure 10: Rates of inflation, 1995 2000
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This expenditure data is based on data collected during the summer season 2001. For further detail, please see Nickerson and 
Dillon, 2002.
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TABLE 21: Montana Foodservice industry Performance, 1995 2000
Price Index
Food away from home* 
Alcohol away from home* 
CPI W
149.0
176.5
153.5
152.7
182.7 
157.6
157.0
189.4
161.4
161.1
195.0
164.4
165.1
201.0
168.9
169.0
207.1 
174.8
Employment** 33,080 34,300 34,500 34,490 34,600 35,350
Personal Income** 
($thousands)
$325,340 $335,530 $348,320 $348,300 $356,940 $376,270
Price Index
Food away from home 
Alcohol away from home 
CPI W
2.3
2.9
2.6
2.5
3.5 
2.7
2.8
3.7
2.4
2.6
3.0
1.9
2.5
3.1
2.7
2.4 
3.0
3.5
Employment 3.0 3.7 0.6 0.0 0.3 2.2
Personal Income 3.1 3.1 3.8 0.0 2.5 5.4
Source: Bureau o f Economic Analysis; Bureau o f Labor Statistics; TIA
Figures are based on data for eating and drinking places, excluding possible impact o f institutional and military restaurant services. 
** Denotes employment and personal income in Montana for the sector entitled Eating and drinking places  within the Retail sector. 
Employment includes both full-time and part-time work, while personal income comprises both employee compensation and 
proprietor s income.
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Am usem ent and R ecreation Services
The amusement and recreation services industry includes theatrical producers (except motion pictures), 
bowling centers, amusement parks, commercial and membership sports and recreation facilities, and 
public golf courses. Again, data includes sales and employment derived from the expenditures of both 
nonresident and local patrons (Table 22).
■ In 2000, employment generated within Montana’s amusement and recreation industry reached a 
record high of over 14,160 jobs, up almost six percent from 1999. Employment generated by this 
industry segment has increased by over 86 percent since 1991 and by 40 percent since 1995, 
outpacing employment growth in all other travel industry sectors.
■ Personal income paid within the amusement and recreation services sector has increased by 51 
percent between 1995 and 2000, but the growth rate here has been less smooth than for 
employment.
TABLE 22: Montana Amusement and Recreation industry, 1995 2000
Industry GSR* ($thousands) $188,000 $205,300 $208,400 $214,500 $216,600 N/A
Employment 10,150 10,840 10,850 13,330 13,400 14,160
Personal Income** $102,520 $109,440 $109,210 $146,320 $145,660 $154,460
Industry GSP 2.8 9.2 1.5 2.9 1.0 N/A
Employment 0.9 6.8 0.1 22.9 0.5 5.7
Personal Income 5.5 6.7 -0.2 34.0 -0.5 6.0
Source: Bureau of Economic Analysis
* Figures for Gross State Product are substituted for unavailable revenue data. GSR is defined as . . . gross output (sales or 
receipts and other operating income, commodity taxes, and inventory change) minus its intermediate inputs (consumption of goods 
and services purchased from other U.S. industries or imported) (Beemiller, 1999) .
**Denotes employment and personal income in Montana for the sector entitled “Amusement and recreation services . Employment 
includes both full time and part time work, while personal income comprises both employee compensation and proprietor s income.
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